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The concentration of the essay is limited in understanding the marketing essentials of hospitality organizations. Two prominent multinational hotels are chosen to understand their marketing strategies, market positions, and responses to different critical situations (Brelik, 2018).  Hospitality and tourism sector is a very significant player of global economy but Covid-19 has interrupted the growth of these organizations. The responses of chosen hotel chains against covid-19 are also discussed. 
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Hilton Hotel and Resorts is a global brand of hotel and resort that has record of 102 years of operational success. Officially, it is known as Hilton Hotels Corporation. Conrad Nicholson Hilton founded Hilton in 1919. The business operations of this organization are controlled and observed from the head-quarter, located in Tysons Corner, Virginia, United States. The core products of this organization are hotels and resorts. Best Western is another multinational American hospitality organization which offers hotel facilities to its clients and customers (Nikolskaya et al., 2017). It was established in 1946. It has a wide operational area all over the world. There are a number of reasons why to prominent hotel brands named as Hilton hotels and resorts and Best Western have been chosen. Hilton Hotels and Resorts and Best Western Hotels are both prominent American brand and they both are standard exemplary for hospitality business (Baines et al., 2013). Their current market positions and successes, strategies and responses towards contemporary situations such as Covid-19 are significantly wise and professional. Both Hilton and Best Western hotels secure vast revenues every year which is a token of success of their operational capability (Nazarian et al., 2017). 
The first hotel bought by Conrad Hilton in 1919 was in Cisco, Texas and later there were no looking back. Now after a successful hundred years, Hilton is one of the fastest growing multinational hospitality organizations all over the world (Sert, 2017). They have properties 91 countries. This organization serves their clients with 678630 rooms which are absolutely premium and luxurious. This organization is seen to carry out through 3 segments and those segments are-
· Management and Franchise
· Ownership
· Time-sharing properties.
These segments assist the management to strengthen their operational skills and increase the capability to observe and arrange the organizational and operational activities (Nazarian et al., 2017). The Best Western hotel has been operating since 1946, a journey of 75 years which is very enriched and successful. This American based multinational has managed to be a global brand. It has approximately 4000 hotels in 80 countries (Cooper, 2020). This organization’s core product is hotel facilities and the main clients or customers of Best Western hotels are business travellers. This organization has seen to be upgraded with time and circumstantial environment (Enz et al., 2015).
The Global market of hospitality and tourism business is full of extreme competition where all organizations are concentrating on doing their best so that the clients can be attracted towards them (Dick, 2019). Hilton Hotel and Resort has a traditional and brand value all over the world which is very advantageous for their business (Madsen, 2016). They have launched eighteen prominent brands in their branches located in approximately 103 countries in North America, Europe, Middle-east, Asia-pacific, and Africa and so on. The operational success is praiseworthy. A report generated by S. Lock in 30th March stated that the revenue of Hilton Corporation in 2020 was 4.21 billion USD. Best Western also has secured a good position in global market of multinational hospitality market. It has spread its business in multiple geographical locations worldwide (Nazarian et al., 2017). 4700 hotels in different locations of the world have contributing the profit of this organization. The products and services of this organization attract the premium clients from different countries and continents. According to the official website of Best Western hotel, the revenue of 2020 was five hundred million US dollars which can help to understand their current market position (Marin and Tigu, 2010). It is seen that both of the multinational Hotels are excellent in their way of operating business operations worldwide. They have secured remarkable position in the global market of hospitality (Enz et al., 2015).
In general the hospitality organizations are observed to adopt different marketing strategies, including segmented, niche, mass or micro marketing (Siakalli et al., 2017). Among them, niche is one of the most suitable strategies because it assists to target the clients. Hilton has been operating for 102 years and they are well informed about the changing tastes of their clients or potential customers. The authority of Hilton analyse the behaviour of client’s buying products, patterns, preferences and others to understand the need of customers (Baines et al., 2013). Best Western also excellent in its marketing strategy. Better qualities, better services are ensured in comparison of their competitors. They serve a small target market but what and which they served are of the premium qualities. The marketing strategies of both Best Western and Hilton hotels and Resorts are prudent and widespread (Sert, 2017).
The newer generation of the current world is more conscious about the sustainability of the world. A greener world is more necessary for the world to survive more days comparatively (Nikolskaya et al., 2017). Young and conscious generation are obviously the major clients of such hospitality organizations so they must concentrate on the sustainability (Enz et al., 2015). For instance, the organizations those use papers are responsible for environmental pollution because papers are made of woods and for collecting the raw material of wood those companies are inspiring deforestation and cutting down of trees. Hotel Hilton has stopped using papers and electronic devices such as computer and smartphones are utilized in exchange of papers (Siakalli et al., 2017). The building designs are done in that way that allows sunlight in days which inspires to less usage of electricity (Dick, 2019). As a consequence, Hilton is doing its best for maintaining significant contribution in keeping the world green, safe and liveable for the future generation. Best Western is also very conscious about the sustainability of the world (Dick, 2019). They understand the necessity of trees and forests so they don’t take such step that is detrimental for the environment of the world and country. The clients or customers are allowed to pay through card which is beneficial for the environment (Nazarian et al., 2017).
The outbreak of Covid-19 in 2020 as a global pandemic has created a recession worldwide and so many business organizations are the victim of it. Hospitality centric organizations are, in fact, the major victims of the impact of Covid-19. As the fast spreading and infectious nature of this virus is the reason to avoid crowd and maintain social distances, both Hilton and Best Western are seen to adopt some steps that will help to manage the threats of Covid-19. The management of Hilton hotels and resorts has initiated thermal scanner for ensuring restricted entry both employees and guests who are with high temperature or fever must not enter (Siakalli et al., 2017). The employees are encouraged to sanitize the rooms and other places which are going to be used (Madsen, 2016). Clients are provided with enough clean and sanitized products for usage. Best Western hotels are also seen to ensure some of the health related safety such as installing thermal scanners in the main entrances, hand-washing tools and hygienic stay (Bowie, 2018). The safety of honourable clients and their employees are taken as the initial and major priority (Baines et al., 2013). Such professionalism and safety measure helps this organization to be attractive to the clients. Overall, the organizations which are serving hotels and resort facilities must realize the consequences of Covid-19 and health issues generated from this virus. Both Hilton hotels and Best Western Hotels are conscious about the severe impact of Covid-19 on the health and economy even (Nikolskaya et al., 2017). As a result, authority of both organizations has ensured enough safety measures regarding the virus.
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Multinational hospitality brands including Hilton and Best Western are facing tremendous competition in operating their businesses. Though they have experiences and knowledge of market and nature of challenges, the new comers are also very dynamic (Kotler, 2012). As a result, effective strategies, profitability or good revenues, responses in critical situation, decision making in critical situations are very significant for running fluent business. The current market positions of both organizations are good enough. Covid-19 is a global pandemic which influenced these organizations in huge scale but they have handled the crisis in the right ways. Sustainability of our greener world is very significant for living here (Khan et al., 2010). Both the organizations understand the value of sustainability and so they try their best to limit their operations which are threatening to the environment (Dwyer, 2015). 
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